D’source 


Digital Learning Environment for Design - www.ds 


Design Course 


Design Management 

An Introduction 

by 

Ms Shruti Hemani with Prof. Ravi Mokashi Punekar 
DoD, IIT Guwahati 


PRINCIPLES 
VALUES 


MISSION 


Source: 
http://www.dsource.in/course/design-management 


1. Introduction 

2. What is Design Management 
3. A People-Centric Approach 
4. Designing Management 

5. Measuring Success 

6. Marketing and Branding 

7. Innovation 

8. Video 

9. Contact Details 


D’source 


Digital Learning Environment for Design - www.dsc 


Design Course 


Design Management 

An Introduction 

by 

Ms Shruti Hemani with Prof. Ravi Mokashi Punekar 
DoD, IIT Guwahati 


Source: 
http://www.dsource.in/course/design-management/ 
introduction 


1. Introduction 

2. What is Design Management 
3. A People-Centric Approach 
4. Designing Management 

5. Measuring Success 

6. Marketing and Branding 

7. Innovation 

8. Video 

9. Contact Details 


Introduction 


We find some interface with design in every aspect of our life and hence forming a close connection with our 
living culture linked to the society, environment, technology, economics, and politics. Today, creative industry 
(creative economy) including the areas of industrial design, arts and crafts, architecture, fashion, advertising, mu- 
sic, etc can be identified as one of the fastest-growing sectors in the world and one of the best ways to increase 
competitive advantage between companies or even countries. Companies that invest in design tend to be more 
innovative and profitable, and grow faster than companies that do not [1]. 


For example, a well-designed product not only caters to the user’s real needs but is also vital to a company’s sur- 
vival as superior-designs contribute to enhancement of brand image, corporate vitality and profits. The European 
Commission considers design management to be a competence that comes under the umbrella of innovation 
management, in recognition of the fact that companies need innovation capability to be able to respond to new 
market opportunities and threats. However, there is also a growing demand for taking a more holistic approach 
to the cultural, environmental, political and societal impact of how commercial businesses and other organisa- 
tions operate. Design if aimed at people-centric approach to just problem-solving, can play a key role in solving 
contemporary global challenges. 


However, design does not operate in isolation from other disciplines and professions, but in relation to a wide 
range of external contexts (like business, politics, society, environment and technology) as well as internal con- 
texts (like branding, innovation, user-market research, clients briefs, design audits, budgets etc) that can adverse- 
ly affect the power of design activity if not managed appropriately. The success or failure of any product, service 
or experience to the market requires effective management of and collaboration between people, processes and 
projects. How design can operate holistically in relation to all these internal and external contexts, disciplines, 
relationships and roles is one of the main challenges faced by anyone in the creative design industry [2]. Though 
design management has become influential and has been viewed as a key element for business success in recent 
years, it still is considered as an under-researched and underdeveloped discipline with a lack of body of knowl- 
edge [3,4]. In this module we try to clear some of the fundamentals of design management and design practice. 
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What is Design Management 


It is difficult to define design management just like it is difficult to have a normative definition of design or man- 
agement. Best [2009] tries to explain design and management as separate entities to start with. According to her 
design is a people-centred, problem-solving process. It is both a ‘verb’ (to plan, to create or to advice) and a noun 
(a form and function). On the other hand management deals with the people and processes involved in manag- 
ing, organising, controlling and administering a business. 


She argues that when the world of business and management focuses more on financial rewards and prof- 
it-making incentives and invest little in people-centred, problem-solving process of design, the advantages of 
design may be lost if not sheltered from the traditional controls and incentives. Therefore, businesses need an 
appreciation of inter-disciplinary design processes and practices but equally design also needs the protection 
and restraints of an efficient and effective management framework. Designers need to be aware of the standard 
business and management processes and practices, equally design management needs to look at the successful 
management of the people, projects, processes and procedures, services, environments and experiences as well 
as of the relationships between different disciplines and different roles [1]. 


Simply put, 

Design management is the business side of design. Design management encompasses the ongoing processes, 
business decisions, and strategies that enable innovation and create effectively-designed products, services, com- 
munications, environments, and brands that enhance our quality of life and provide organizational success. 


On a deeper level, 

Design management seeks to link design, innovation, technology, management and customers to provide com- 
petitive advantage across the triple bottom line: economic, social/cultural, and environmental factors. It is the 
art and science of empowering design to enhance collaboration and synergy between “design” and “business” to 
improve design effectiveness. 


The scope of design management ranges from the tactical management of corporate design functions and 
design agencies, including design operations, staff, methods and processes—to the strategic advocacy of design 
across the organization as a key differentiator and driver of organizational success. It includes the use of design 
thinking—or using design processes to solve general business problems [2]. 


Traditionally, design management was seen as limited to the management of design projects, but over time, it 
evolved to include other aspects of an organisation at the functional and strategic level. A more recent debate 
concerns the integration of design thinking into strategic management as a cross-disciplinary and human-cen- 
tred approach to management. 
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Design Management is the management of design projects, team and processes and is an intricate subject area. 
Currently, organisations all over the world are increasingly looking for ways to employ the power of design in 
product innovation, in every day management processes, and in the creative development of their companies. 
When design effectively and creatively engages with business agendas, the results are of benefit to people, prod- 
ucts, processes and organisational cultures as a whole. 
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A People-Centric Approach 


Design - with and for - the people 


People form part of the human capital of any successful vision, strategy or goal and hence must be managed, 
valued and nurtured. According to Best [2010], the quality and nature of the relationships between people can 
have enormous impact on the success of an organisation's projects as well as individual stakeholder well-being 
and ultimately other business measures such as profitability and reputation. Being people smart and effectively 
managing relationships between different roles and resources both in and across organisations can therefore 
help facilitate project and business success. 


People dynamics — how people interact, contribute and are purposefully engaged — are the corner stone of 
collaborative working processes and practices. Design management is concerned with how the relationships 
between clients, consultants and end users are organised and managed. Putting managerial framework in place is 
essential to deliver additional business value as a result of the outcome of the collaborative creativity. 


Design with the people also addresses the issue of inclusive, participatory design or co-design i.e. how to engage 
users in the design process. Design for the people refers to particularly, social responsibility initiatives and the 
people-centric approaches, that are useful tools to build positive relationships with external environment. 


Philips Design has developed a theoretical framework to research social and cultural phenomena. A multidisci- 
plinary team that includes sociologists, psychologists, and anthropologists is systemically studying changes in 
society, culture and people. It is also developing a number of themes or opportunity areas to inspire designers in 
creating new sustainable value [1]. 


Increasingly, large businesses are becoming more engaged in social change. Rather than giving cash donations to 
non-governmental organizations (NGOs), some companies are using their expertise to directly help more fragile 
segments of society. The corporate payback is not measured in profit, but in brand equity, employee motivation 
and inspiration for future work. At Philips Design, that program exists since 2005 under the name ‘Philanthropy 
by Design’. 
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The breath counter: 


One of our projects addresses pneumonia disease. 

Pneumonia is one of the world’s leading causes of fatalities in children under the age of five, claiming more than 
two million children’s lives every year. A ‘fast breathing test’ is used to diagnose the disease.The Breath Counter 
was designed by a team led by Megumi Fujikawa, Philips Design’s Interaction Design Consultant in Healthcare, 
to solve these issues and more. Solar cells power the device, extending its lifespan to potentially more than five 
years. An LCD screen logs three test results, making them easy to compare. Aesthetically, the Breath Counter 
looks like a medical tool, to give the user a feeling of commitment and contribution to this important issue. For 
those who cannot read, Philips Design created a simple manual with clear visuals that explain the procedure. “It 
was initially very difficult to understand the current issues without having been in the field,” Megumi explains. 
“Over time, putting together our skills and the feedback from the NGOs made it seem obvious what needed to 
be improved.” 


MUAC strip [Trunky Monkey]: 

Malnutrition is considered one of the key challenges for the health of children across the world. The World Health 
Organization estimates that approximately 150 million children under 5 years in developing countries (26.7%) are 
malnourished. An additional 200 million children have stunted height. Malnutrition is not a disease, but it is the 
most important risk factor for disease worldwide. 


MUAC is routinely measured as an immediate indicator of whether a child is malnourished or not, but children 
are often anxious during measurement, which can slow down healthcare worker activity and lead to inaccurate 
results. ‘Trunky and Monkey’ were specifically designed to appeal to children, creating something playful and 
non-medical looking to encourage the children to co-operate in having their arm circumference measured. They 
are intuitive to use, so can even be used by parents to quickly check their children at home. 


Portion Plate: 

“Detecting malnutrition in the field is a real challenge,” explains Caitlin Quilling from the Real Medicine Founda- 
tion. “Often malnutrition is an educational problem. Sometimes families don't realize their children are under- 
nourished - it almost becomes invisible because it is so prevalent. We give parents simple knowledge and advise 
them how to screen for malnutrition. Once it is detected, our aim is to maximize nutrition within the resources 
and services that are available.” 


Concept: 

A plate helps the mother serve the right proportions food for the child. A series of plates can be made to adjust 
different ages. 

Qualities compared to existing solution: 

Awareness at home | Intuitive and easy to use | Empowers - the parents to check what the child is eating | Illiter- 
ate friendly - illustrations 

How to use it: Serve food to the child according to the indicated portions. 
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Clients: Clients approaching the management of design and creativity in a strategk 
People who commission, fund or otherwise support design projects are way tend to take a more long term view of how value is created, realised and 
referred to as clients, Clients are responsible for communicating the strategic sustained, Design becomes a tool to enable potential business opportunities to 
vision or direction of their organisation both internally and externally. be realised, in terms of how products, services and processes are developed, 


Today design is being used as 
a strategic business tool For 
eg. through design thinking’ 

approach that can provide 

a way of dealing with the 
complexity of a particular 
situation because the 

process of design is suited to 
engaging a range of different 
stakeholders, handling 
problems that are not clearly 
defined and supporting 
fledgling ideas before they are 
fully formed. Effective design 
then becomes a way to secure 
further support as it mediates 
between organisations, 
products and people. 


Consultancies 
A consultant has expertise in a specific are and knows how to relate 
this expertise for wider client context. Clients hire consultants for 
their expertise and to help address organisational challenges or add 
value to specific projects. 


[images: various sources- Google images, Text: Best, K. (2010)} 


Collaborative design is a 

way of developing products 
and services in partnership 
with multiple stakeholders 

by capturing user generated 
needs and through the process 
of design turning those needs 
into business propositions and 
design solutions, design then 
not only enables the process 
of collaboration and engages 
customer participation it also 
acts to give form and viability 
to new ideas. 


Customers: 

People who buy or use a product or services to fulfil a particular need, goal 
or objective can be internal to a client organisation (eg. another department) 
or external (eg. the public, other businesses, and suppliers). Customers view 
design as an experience that will fulfil their needs and expectations. 
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Designing Management 


“Managing design is a science as well as an art and it requires the integration of the two. In effect it is the conver- 
gence of business, strategy and customer experience”. 


Thomas Lockwood, (2009). President of DMI 


SUCCES: 


Design Overview Management Overview 


Managing Design 


Role of Design in Management: 

The management of design has emerged as central to the operational and strategic options of any successful 
organization. It focuses on a complex of all visual manifestations of companies, brands and products as well as 
non-visual aspects relating to the design process, or to processes for product development, production, distribu- 
tion, sales, delivery or service. 


Explicit objective of design management comprises the creation of synergy between the creative realm and the 
business realm. These realms tend to operate with their own culture, own values and opinions, and their own dy- 
namics. Design management aims to connect these two realms, and bases itself on the idea that companies and 
organisations perform better when they manage to successfully harness and exploit the potential of design. 


The Design Management Staircase as described in DMI (2009) shows a range of design management aspects 
that can influence the way in which design is integrated and managed by a company - and therefore have to be 
considered when defining a company’s design management capability [1]. 
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Some organisations are design-led. Design is central to all of their decision-making process. Some examples of 


design led companies include Apple, Philips, Dyson and Sony. Design-led organisations tend to put the user at the 


centre of their design processes and business offers. They identify customer need from bottom-up. 
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DM as CULTURE: 

This approach to design management can be found at companies that 
are looking to establish themselves as a market leader through design 
innovation. This refers to non-technological innovations that are first- 
to-market, as opposed to so-called me-too innovations, where design 
innovations are copied by followers. These companies are highly 
design-driven. They stand out because they have a differentiation 
strategy that has design at its core. 


DM as FUNCTION: 

Companies with such an approach to design management will have 
a dedicated employee or department with formal responsibility for 
the management of the total design process in the organisation. This 
person or department will act as an interface between different kinds 
of design specialists, departments and company management. 


IM as PROJECT: 

Design is deployed on a limited basis in ad-hoc style changes, 
product line extensions, or product improvement projects. At these 
companies, design is largely neglected as a significant tool for New 
Product Development (NPD) and innovation. Design is primarily 
used as a marketing tool, with a view to adding value to the existing 
product offering (through product appearance, styling, packaging, 
marketing communication, or visual identity). 


NO DM: 

Design plays no role or a limited role in the company’s attempts 
to differentiate itself from its competitors. Possibly because the 
importance of differentiation is not understood, recognized or valued 
— or because the company is sceptical about design's potential added 
value. This approach to design management is found at companies 
that make limited use of design (only to meet direct business needs). 


developed from DESIGN MANAGEMENT STAIRCASE, The incorporation of design 
management in today’s business practices: An analysis of design management practices 


in Europe (2009) DME Survey, CBRD, The Netherlands. pp-11-13. 
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developed from Fig. 1.2 Design management maturity grid, The incorporation of design management in today's business practices: An 
analysis of design management practices in Europe (2009) OME Survey, CBRD, The Netherlands, pp-15 
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The incorporation of design management in today’s business practices: An analysis of design management prac- 
tices in Europe (2009) DME Survey, CBRD, The Netherlands. pp-15 


Currently many business cultures do not understand the value of or investment of time and money in the design 
process. And many design professionals do not know how to justify the value of design. Clients do not know how 
to buy design and designers do not understand how to sell design (Loglisci, 2009 in Best, 2010) undervaluing the 
process of design by both parties, devalues the process of design [2]. 


Since there is a general move in all industry to flatter, less hierarchical structures and an emphasis on team and 
cross functional working, the potential to integrate design is quite real. To achieve integration it is essential to 
consider what we might refer to as a cooperative design structure. In this situation the absolute structure of the 
company is now, less influential because a commonly held design reality spans all functions. Dealing with differ- 
ent realities of design may be uncomfortable initially. But once integration starts, a common design reality can 
be rich and rewarding and interfaces that were once problematic become opportunities [3]. 


Moreover, there is a growing tendency to recognise design as a new resource of management and to introduce it 
actively into the company’s structure. Designers are playing an increasingly important role as valuable partners 
for the companies as their work contributes to increased profit, their contribution to the welfare of the society 
and are being involved in the core sectors of management as product/service conception, planning and branding. 


References: 


[1] The incorporation of design management in today’s business practices: An analysis of design management 
practices in Europe (2009) DME Survey, CBRD, The Netherlands. pp- 11-13. 


[2] Best, K. (2010). The Fundamentals Of Design Management, AVA Publishing, SA. 


[3] Sebastian, R. (2005). The Interface between Design and Management. Massachusetts Institute of Technology. 
Design Issues: Volume 21, Number 1 Winter 2005. 
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Design Overview 


Design overview includes: 

¢ Design Process 

* Design Planning 

¢ Understanding Design Briefs, Proposals and Contract 


Design Process: 
Design is an iterative, cyclical, non-linear process. It is a decision making series of ‘feedback loops’ of creative 
inquiry that refine each successive ‘iteration’ with a goal of reaching a design solution. 


The concept of design management relates to certain management activities, methods and skills that are re- 
quired to optimize and manage design processes. This is dictated by the highly complex nature of the design 
process. 


K. Best (2010) 


Design is a creative process that occurs in many settings. Different creative sectors have their own distinct 
design processes and methodologies appropriate to their disciplines, their specific objectives and desired out- 
comes. Many a times the design process itself has to be designed. However, in general it is possible to outline 
some aspects that are common to the creative industries. The steps outlined below offer a structured format for 
a formal design process based on models from industry (Adapted from Garrett, J. (1991). Design and Technology) 


[4]. 


1. Analyze the situation: 
Before beginning the design, sort out what problem you are trying to address. 


2. Write a brief: 
Write a short statement giving the general outline of the problem to be solved. 


3. Research the problem: 
Sometimes a problem can be solved “straight out of your head,” but in most cases you will need to gain some 
new information and knowledge. 


4. Write a specification: 
This detailed description of the problem spells out what the design must achieve and what limitations will affect 
the final solution. 
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5. Work out possible solutions: 
Combine your ideas with information obtained from your research to suggest several possible design solutions. 
Sketch several possibilities on a paper. 


6. Select a preferred solution: 
Decide which solution to develop. Although the chosen solution should, ideally, be the one that best satisfies the 
specifications, other constraints such as time, cost, or skills may limit the decision. 


7. Prepare working drawings and plan ahead: 
Draw the chosen design including all the details that are important to its construction 


8. Construct a prototype: 
Make the product. In industry a model is usually built first and the final product is developed from it, but in most 
classrooms, the model is the final product. 


9. Test and evaluate the design: 

Testing is ongoing as the construction progresses, but a final test of the entire system or model proves if the 
project does the job for which it is designed. Look back at the specifications and check the requirements careful- 
ly. Ask such questions as: How well does the design function? Does the design look good? Is the product safe to 
use? Were suitable materials used? How could | have improved on my design? 


10. Write a report: 
The report provides evidence of your work in analysis, planning, designing, carrying out the practical work, evalu- 
ating, and communicating. 


Csikszentmilyi (1996) [5] outlines the following 5 stages: 


* Preparation: Immersion in a set of problematic issues that are interesting and arouse curiosity. 

¢ Incubation: Ideas are churned around, below the level of consciousness, and unusual connections are made. 
¢ Insight: Pieces of puzzle begin to fall into place. 

¢ Evaluation: Deciding which insight is most valuable and worth pursuing. 

* Elaboration: Turning the insight into something real. 
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Design Planning: 
Delivering design projects requires a plan of action through ‘design planning’ which involves identifying how a 
project will be managed and delivered and what actions will need to be taken, by whom and when. 


Project planning processes typically fall into seven areas of activity (Young, 1997) [6]: 


1. Review the project definition 

2. Derive the project logic 

3. Prepare the initial schedule 

4. Resource and cost analysis 

5. Optimise and meet customer needs 
6. Validation and plan approval 

7. Launch the project 


It’s all too easy to lose sight of the original purpose of any design project unless it is properly established, quanti- 
fied, agreed and recorded. The following steps can be useful [7]. 


1. Specific - A clear written description of what is intended or required, the outcome needed - the basic aim of the 
exercise. 

2. Measurable - Quantify every aspect that is fixed, especially budgets, scale of application. 

3. Agreed - With all stakeholders and interested/affected parties. 

4. Realistic - Even highly conceptual projects need to have a realistic intention or the project is inherently flawed. 

5. Time-bound - Proper start and finish timescales, ideally with milestones (check-points) and measures along the 
Way. 

6. Ethical - If you build ethics in from the start you provide a valuable reference point to maintain integrity. 

7. Recorded - Write everything down; it’s essential for clarification, agreement, management and control. 


Understanding Design Briefs, Proposals and Contract: 


Clients Briefs: 
The client and the entity that will deliver the project should agree the scope of works or a project brief that de- 
scribes as fully as possible the aims, objectives, deliverables, key dates and budgets for the project. 


The clients brief describes a particular organisational objective, initiative, project or task for which they would 
like to engage design expertise. The first step for the client is to establish the client brief and to ensure that de- 
sign consultant understands what has to be done, by whom and when. 
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Does the client need advice in developing the brief further? 
Has the client articulated the relationship between the client and their organisation, the brand and their audi- 
ence, the business objectives and the proposed project in a way that the design consultant understands? 


1. Refine: 

A good design practice with try to understand and questions assumptions underlying a client’s brief. The clients 
brief can be further refined by finding out what the client would like to achieve - organisationally, professionally 
and personally as this will form the basis for the design. 


2. Discuss: 

Discussing the brief will uncover hidden aspirations, expectations and limitations, as well as other potentially 
useful organisational objectives. Spending time with the client, making them feel comfortable with the design 
process and proceeding in a professional, prepared and informed manner will increase the likelihood of securing 
a formalised and successful working relationship in the future. 


3. Re-instate: 
Reinstating client’s brief in writing to clarify specific aims, objectives, goals, deliverables, deadlines, budgets avail- 
able and ensure that both the clients and consultant can reach a common understanding of the requirements. 
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Design Proposals: 

The design consultant possesses the knowledge and expertise of the most suitable design processes, practice 
and outputs needed to achieve the objectives as set out in the client’s brief. The design consultant reviews and 
responds to the client’s brief with a design proposal which outlines the plan for what services the design consul- 
tancy will provide to the client to fulfil their business objectives. It is important to ensure that the ‘scope of works’ 
is accurately described in the proposal in a way that encourages the client to want to commit to working with the 
design consultancy to achieve the best possible solution. 


Design Contract: 

Once the proposal for the scope of works and the working process has been agreed upon the contract for the 
engagement of design services can be drawn up. It is important to clarify any legal agreements such design cop- 
yrights, intellectual property rights, non-compete and non-disclosure agreements etc. once the terms of working 
relationship are agreed upon by the involved parties and the design contract has been signed off, the work can 
begin. 


Confirmation of schedule and fees should also be signed off at this stage. Detail work schedule should be worked 
out allowing appropriate time for each design development stage. Design fees differ depending on the size and 
extent of tasks and it is always wise to frankly discuss itemised budget, payment method and completion dates 
with the client(s). 


Breakdown of Design Charges can be as follows [8]: 

1. Consultation charges: remunerations for professional advice to businesses and advisory fees. 

2. Planning charges: Fees for creative work such as ideas and planning the design objectives. 

3. Production charges: fees for production work of the drawings, prototypes, modelling etc. 

4. Royalties: Fees for the use or purchase of creative work. 

5. Design management charges: Fees for management of design. 

6. Fees for documents, etc: Costs incurred for the purchase or royalties of various data, pictures, illustrations, etc 
to be used in designing work. 

7. Portal to portal charges: charges paid in compensation for designers not being able to work for other business- 
es in the same industry or for keeping the design office and staff on standby while a large scale project is put on 
hold. 

8. Other expenses: travel expenses, costs of outsourcing of model production, etc. Prior confirmation through 
quotation is needed. 


The types of contracts on design charges may be lump-sum payment, instalments, stage payments, yearly con- 
tracts, royalties. 
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Since contracts are documents that make business agreements official and binding, ensuring both parties’ safety 
in entering such an agreement. Contracts are invaluable tools that help both you and the contractor understand 
the terms of your agreement and your individual obligations. So before you enter into a business agreement, 
learn how to write an effective, legally binding contract. 


Guidelines for writing a contract [9]: 

¢ Information: 

The client shall provide all the necessary information such as the development policy, product/service character- 
istics, market and technological information, etc to the design consultancy in order to execute the commissioned 
work. 


¢ Output: 
Agreement must be reached on the quality, quantity and medium of output. In case of re-submission, selection 
criteria and compensation for schedule changes and additional requirements should be agreed in advance. 


* Design Management: 
Design management plays a vital role in ensuring the quality of design. Agree in advance on site checks, its fre- 
quency and duration. 


* Contract Period: 
Contract completion times are generally expressed in weeks, with a completion date being calculated on the 
basis of that number of weeks after the date the contract is awarded. 


The time required to complete a contract depends on many factors, including: the skills and management sys- 
tems; establishment/disestablishment times required, including preparing management plans and asset manage- 
ment information; industrial issues; the complexity of the work; the geographical location of the site; the state of 
the market (which affects the availability of resources); the standard of documents and information provided by 
the clients, etc. Projects that involve unique designs, critical timeframes or unusual problems should be analysed 
by appropriate experts to identify reasonable contract periods. Expert analysis can ensure the contract periods 
set are achievable and not likely to result in undue cost premiums. Any changes in the contract period after sign- 
ing should be documented in writing. 


* Design Charges: 
The breakdown of the design charges should be worked out carefully along with the type and method of pay- 
ment. 
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¢ Changes in Work: 
The commissioned work may be stopped or altered due to unforeseen reasons. Prior agreement should be 
achieved on compensation payments and handling of Intellectual Property Rights. 


+ Intellectual Property Rights: 

Intellectual property (IP) refers to creations of the mind: inventions, literary and artistic works, and symbols, 
names, images, and designs used in commerce. IP is divided into two categories: Industrial property, which in- 
cludes inventions (patents), trademarks, industrial designs, and geographic indications of source; and Copyright, 
which includes literary and artistic works such as novels, poems and plays, films, musical works, artistic works 
such as drawings, paintings, photographs and sculptures, and architectural designs. Rights related to copyright 
include those of performing artists in their performances, producers of phonograms in their recordings, and 
those of broadcasters in their radio and television programs. Use written agreements to make sure you own the 
rights to creative work. 


¢ Making the Work Public: 

The owner of a copyright has a number of rights to control how the work may be used, including the exclusive 
right to copy and distribute the work. If a designer retained the copyright to work the client’s right to use that 
work could be severely limited -- even though the client paid for it. A written agreement avoids this problem. For 
certain types of creative works (called “works for hire”), client will own the copyright as long as the client and the 
designer execute a written work-for-hire agreement. For other types of creative works, the client will have to use 
an assignment: a written agreement in which the designer transfers some or all of the copyright rights in the 
work to the client. With a transfer of copyrights, consent is considered to have been given to the client for mak- 
ing the work public. The design office shall not announce the product before it is made public. Even then consent 
is required for the announcement. 


¢ Confidentiality Obligation: 

Confidentiality agreements, also referred to as non-disclosure agreements, are agreements that are used when 
the owner of confidential information wishes to disclose that information to another party (either an individual 
or a company) usually in the course of business negotiations, and wishes the information to remain confidential. 


+ Product/Service Liability: 

Product liability is the area of law in which manufacturers, distributors, suppliers, retailers, and others who make 
products available to the public are held responsible for the injuries those products cause [http://en.wikipedia. 
org/wiki/Product liability]. 
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* Contract Cancellation charges: 

Changes, cessation, cancellation of the commissioned work may arise from management reasons, non fulfilment 
of duties by either parties, natural disasters and so on. In such cases compensation for damages can be claimed. 
An early termination fee is a charge levied when a party wants to break the term of an agreement or long-term 
contract. They are stipulated in the contract or agreement itself, and provide an incentive for the party subject to 
them to abide by the agreement. 


* Nullification of Prior Agreement: 

To nullify a contract is to void, or terminate, it. Upon termination, neither party must perform the duties or ser- 
vices previously agreed upon. By taking the appropriate action and nullifying for the correct reasons, you and the 
other party, or parties that made the contract are released from legal ramifications. Create a termination agree- 
ment that ends the contract for the appropriate reasons and according to the laws of the state in which you 
made the contract [http://www.ehow.com/how_12157719 legally-nullify-contract.html]. 


* Matters not covered: 
Questions arising from within / outside the contract must be dealt with by both the parties with sincerity and 
goodwill. 


¢ Jurisdictional Court of Law: 
When necessary, public arbitration, mediation and court of law are available. It is possible to nominate in advance 
a particular court for the first instance. 


Creative Brief: 

Once the design contract is signed off the creative director in the design consultancy prepares a creative brief 
that translates the design brief and design proposal into an internal working document for the use by the design 
team. It is phrased in such a way that the opportunities presented in the clients brief and the design challenges 
involved are clearly understood, provides enough material to ignite creative thinking among the team members. 
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Management Overview 


Management Overview [10] 
(This section is based on Best, K. (2010). The Fundamentals of Design Management, AVA Publishing, SA. pp- 78-89) 


Management Process: 

Key to management process is a strategy that describes the course of action and resources needed to achieve 
the vision of an organisation. 

1. Where are we now? 

2. Where do we want to go? 

3. How do we get there? 


All organisational as well as decision making processes are driven by a strategy which through short-term (day- 
to-day planning, decision making and delivering) and long-term (visions and goals) decisions for the business 
creates sustainable competitive advantage. 


The strategy operates at three levels in an organisation: 

1. Corporate Strategy - Sets overall scope and direction of the organisation and is aligned to the vision and mis- 
sion of the organisation. 

2. Business Strategy — Sets the goals and objectives for each of the specific business units such as product and 
service line, distribution etc. 

3. Operational Strategy - Sets the day to day operation, execution and delivery. 
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The business plan itself is a formal document and roadmap for initiating a new business idea or enterprise. The 
plan is developed based on identifying a gap in the market, finding what is needed to set up and operate the 
business, recognizing what processes and partnerships need to be in place and by describing implementation and 
delivering. 
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3 brand can refer to both an organisation as whole (eg P&G) or to an organisation's individual product 
and service lines. the brand communicates a personality - what a brand stands for and what it promises to 
deliver — to customers, employees and stakeholders 


Brand creation: 
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is important that these 
brand touchpoints 

are coherently and 
comistently managed to 
ensure good custorner 
experiences. Brand 
touchpoints are spread 
actos various mediums, 
channels and platforms 
to increase opportunities 
and Buiki memorable anc 
tasting Impressions with 
CUsfomnets. 


Brand guidelines: 


To emsure coherent 
expeessoes of the beand 
‘brand guidelines’ set out 
the visual specifications 
and forrral tubes foe 

uding the bead in 
different situations. Brand 
guidelines can ensure the 
Consistent application of 
both the brand arxi! its 
design language, across 
4 Humber of custorner 
touchpowsts. They include 
the use of brand mark 

of logo in priet and 
digttl media, colour and 
typeface specifications, 
rules for Co-beanding, 
sponsorship of 
franchising situations and 
Merchandising gudetines 
foe braexied retail spaces. 


Brand value and 


equity: 


A brand bs a promise 
delivered. viewed as an 
investment, and pot an 
expemse, design can help 
bring brands alive and 
add value to not only the 
customer experience but 
also to the actual brand 
value and equity it self 
Brand equity refers to 

the additional value and 
positive assexiations that 
& brand name or symbol 
has added to a product 
compared fo competitive 
or noer-branded products 
in the mid of the 
consumer. 


Best. K. (2010), The Fundamentals of Design Management AVA Publishing SA. 


Source: Adopted from Cohen (1997) and Kawasaki (2004) in Best, K. (2010). The Fundamentals of Design Manage- 
ment, AVA Publishing, SA. p85 Table-5). 


Protecting and 


sustaining brands: 


invesiments made in 
branding and design 
need to be looked after 
just ke any other asset in 
the organisation. Formally 
hs can be achieved 
theough setting up brand 
and design quidelines, 

Of appointing a brand 
quardian to ensure 

the beand is managed 
ettectivety. Legally the 
value of beark! avd acry 
associated Gesign assets 
can be protected by 
tegister|ng their IP. 
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Management Practice: 

Design management is about the successful management of: 
1. The people, projects, processes and procedures. 

2. The products, services, environments and experiences. 

3. The disciplines, roles and stakeholder relations. 


All companies have organisational structures and frameworks in place to manages the systems and processes 

of the enterprise in place but, how motivated and committed employees are to delivering on the organisational 

purpose depends significantly on the culture of the organisation that supports an organisations strategic objec- 
tives. Aligning individual and organisational incentives and behaviour typically leads to a strong sense of belong- 
ing to and delivering on a common vision and values. It also encourages a culture that enables employees to add 
value at all levels. 


References: 


[10] This section is based on Best, K. (2010). The Fundamentals of Design Management, AVA Publishing, SA. pp- 78- 
89 
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Managing Design 


Managing Design [11] 
Managing the three key design stages: 


Design Strategy: 
How can you conceive and inspire design thinking and projects? 


Design Process: 
How can you develop design projects and agendas? 


Design Implementation: 
How do you manage and deliver design projects and outcomes? 


Managing Design strategy: 

This is the stage where design projects are conceived and the focus placed on identifying and creating the condi- 
tions in which design projects can be proposed, commissioned and promoted, at this stage, design management 
engages design thinking in the organisational strategy, identifies opportunities for design, interprets the needs 
of the organisation and its customers and looks at how design contributes to the business as a whole. 


Managing Design Process: 

This is the stage where design projects and agendas are developed and the focus places on demonstrating how 
strategy can be made visible and tangible through design. At this stage, design management explores how 
design can be used to craft the presence and experience of an organisation and in doing so influence how the 
organisation and its brand are expressed and perceived. 


Managing Design implementation: 

This is a stage where design ideas are executed through carefully managed collaborative process in order to 
achieve the best possible outcome for the project. An intricate collaborative processes and relationships are re- 
quired not only to achieve great design but also to utilize it to its full capacity through a series of strategic steps 
[12]. 


References: 
[11] Best, K. (2007). Design Management: Managing Design Strategy, Process and Implementation. AVA Publishing. 
[12] Stone, T. L. (2010). Implementing Design: An Essential Manual for the Working Designer. Rockport Publishers. 
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Measuring Success 


Success has always been the ultimate goal of every activity, and a design project is no exception. However, suc- 
cess is not just elusive; it is also multifaceted and difficult to measure. Time, cost, and quality have long been the 
success criteria used to evaluate the performance of a design project. However, such a list has been criticized as 
not being comprehensive [1]. A firm can assess the success or failure of a development project in any (or all) of 
many terms, including customer satisfaction, financial return, and technical advantage. To complicate matters, 
success may be measured not only at the level of the individual project, but also at the program level. With so 
many variables to consider and so many stakeholders involved, managers face a difficult challenge just deciding 
which measures are useful for measuring product development success [2]. 


Though there no single measure for gauging the success of every product development [3], there are some struc- 
tured methodologies for the design of performance measurement systems. Frameworks, such as the balanced 
scorecard and the performance prism, have been proposed however, little attention has been devoted to how 
managers can decide specifically which measures to adopt [4]. 


Deciding and agreeing performance measures into project goals and how success is evaluated is one of the key 
roles for the design manager. It is also one of the most important ways to demonstrate how design as an activity 
can demonstrate a return on investment in both financial and non-financial terms. 


The design success lies not only in satisfying the clients brief but also being in line with the business case and 
targets, brand vision and values, customer satisfaction. It is therefore important to evaluate the project’s success 
at the end of the project as it plays a key role in forming the knowledge base for learning. Form a check list to 
measure whether the stakeholder needs have been met, whether the project is in line with the success criterias 
established at the start of the project, etc. 


As businesses increasingly recognize the power of design to provide significant benefits, executives increasingly 
are asking for metrics to evaluate the performance of design. What is needed is a framework for measurement, a 
specific set of criteria, and methods to be used as a structure to define and measure the values of design [5]. 


The following presents a framework of 10 categories that can be useful when measuring the value of design 


[6]: 


1. Purchase Influence: 
One type of design that is fairly easy to measure is packaging design. For example, a frozen-food manufacturer 
achieved incremental sales gains—based solely on a new suite of packaging. ‘Same product, new packaging’. 
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2. New Markets: 

The design of products, communications, interfaces, and experiences can be isolated. Here’s a simple example: 
British Airways had built a business strategy around increasing its long-haul international flights. So the company 
looked to see how the interior design of its planes could be improved to offer more comfort to customers. What 
resulted was the first seat in the industry that could lay completely flat, allowing customers to sleep prone, rather 
than slouch as in conventional airline seats. The result was a significant increase in sales and profitability for long- 
haul international flights. Design alone made the difference because everything else remained the same. 


3. Brand Image and Corporate Reputation: 

Design awards contribute to brand image. By providing an independent and expert critique of design, awards can 
provide valuable feedback, help build company pride, and confer prestige upon the business. Another example 

is corporate reputation for innovation and quality, based on their use of design as a core strategy. Design builds 
image. 


4. Time to Market: 

By establishing simple guidelines such as brand guidelines which includes interface principles, typography, colour, 
photography style, diagram style, and iconography as well as product guidelines that include a common platform 
for computer hardware and a standardized chassis and interface, as well as other shared components, devel- 
opment time can be greatly reduced. The cost and time savings based on platform design, guidelines, or even 
standards can be easily evaluated. 


5. Cost Savings: 

Julie Hertenstein and Marjorie Platt, from North-eastern University’s School of Business, have conducted research 
in conjunction with DMI, the Design Management Institute, on the financial performance of design since the mid- 
1990s. They evaluated financial performance by using traditional financial ratios, such as return on assets and net 
cash flow to sales, for the sample period. They found that firms rated as having good design were stronger on vir- 
tually all financial measures from a practical and managerial perspective, as well as from a statistical perspective. 


6. Enable Product and Service Innovation: 

What if a car dealer used design to create the perfect customer experience and increased sales by more than 
25%? Open Road Toyota, working with Karo Design in Canada, did just that. They redesigned all their touch- 
points for a specific customer experience, and in 2006 they became the number-one Toyota (TM) dealer in Cana- 
da. The cars did not change but the design of everything else did, and sales skyrocketed. A deep understanding of 
customers was used to design the desired customer experience and then to design every touch-point so that it 
would support that experience. 
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7. Develop Communities of Customers: 

Many new companies have been tremendously successful in developing new communities of customers. Consid- 
er Facebook and Google; design not only plays a role but is partially carried out by customers. This is engaging, 
sticky, and extremely effective. At times the professional designers need to allow the customers to play a part. 


8. Create Intellectual Property: 

Another way to measure design’s contribution is to consider how much you've lost if it is stolen. In today’s econo- 
my, a company’s intellectual property assets are often more valuable than its physical assets. Consider Coca-Cola’s 
signature bottle or Nike’s swoosh. Strategies aimed to maximize the ROI of design efforts by securing compre- 
hensive IP protection, steering clear of the IP rights of others, and integrating IP-building efforts into design 
processes can be isolated and are of significant value. 


9. Improve Usability: 

Very often, the usability of an interface design is measured by analyzing the efficiency of user navigation through 
observation, click-through, or interviews. Web sites are constantly monitored for user performance, and most 
web marketers watch our behaviour closely and make design adjustments to improve performance. All manner 
of design-based usability issues can be isolated and evaluated. 


10. Improve Sustainability: 

The creative economy is a greener economy, and we all need to help. Designers and design managers have con- 
siderable influence in this area. Valerie Casey suggests a Kyoto Treaty for Design featuring collective and individ- 
ual criteria—the goal being to advance our intellectual understanding of environmental issues from a design per- 
spective. Undoubtedly, design has considerable impact on our environment, and that impact is easily measurable. 


Download pdf: 


managing design at SONY 
Electronics, games and entertainment giant Sony has used design since 
the 1960sto differentiate its products and maximise the usefulness of its 
advanced technologies. Sony Design Group across the world employs 
around 250 designers and has developed a set of core design values 
against which the company judges the success of all its products 


Sony uses design to successfully unite different aspects of its business, 
focusing on the main pillars of electronics, games and entertainment. The 
company continues to evatve its processes to meet emerging needs. 
Key elements in Sony's design strategy today include: 

The establishment of centres of design excellence in key markets 
around the world 

A focus on cross-fertilisation of ideas through regular design review 
meetings and the rotation of design staff betwen functions 

‘An increased use of multifunctional design teams to deliver a 
consistent user experience in even complex, multifunctional products. 


Sony Design Group has a set of core design values against 
which itjudges the success of alts products. These are detailed 
below: 


Originality - Sony Design continuously strives to create 
something original, To their mind, products are intended for 
people to use, so it only stands to reason that these products 
be designed with a human touch. For Sony, human-focused 
design Is the foundation for creating something original. 
Lifestyles - People often note that the Sony Walkman changed 
thelr lives, In actuality, the Walkman’s success can be credited 
to the public’s demand for a ‘music on the go lifestyle. The 
Walkman touched the hearts of consumers by making it 
possibte for listeners to take their music with them and access 
it.on demand, The Walkman story ts a perfect example of 
what It takes to create consumer lifestyle changes -a product 
must strike a universal, heart-touching chord with people 
everywhere. 


Functionality - When Sony Design was established in 1961, 
its black and silver design language elevated the Sony image. 
The idea was to do away with excessive omamentation and 
accentuate a powerful, high performance, professional feel 
through the use of simple, cool colours and materials. 


Usability - It all starts with the principle of carefully listening 
to the user's needs. Every aspect of Sony design considers 
the needs of people who use their products, This includes 
everything from the shape of each button and dial, the 
position of every switch, to the interface design. Sony carefully 
observe the conditions under which the product is operated 
and pursue continuous improvement. their products are not 
only functional but also give full expression to the beauty of 
functionality. 


Source: As mentioned in the image. 
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Design Audits 
Design is integral to your business success, aligning products to customer needs, powering your marketing cam- 
paigns and ensuring brand recognition. But, how strong is your design? 


Our Design Audit service offers strategic design and brand reviews, evaluating your design strengths and weak- 
nesses, clarifying and nurturing your brand vision for future design direction. We help you understand how 
design changes influence your brand recognition. We explain how the right customer interaction with your brand 
is essential for achieving long-term growth objectives [7]. 


Design audits are carried out to assess the design capabilities of an organisation, to uncover how design is used 
in support of the vision and values of the brand, the aims and objectives of the business model and organisation- 
al aspirations for the future. The audit reviews the use and performance of the design internally and externally to 
ensure both consistency between what the company (brand identity, vision, ethics) says and what is does (em- 
ployee behaviour, business practices and methods). The goal of design audit is to examine what design practises 
can do to increase the responsiveness to a client company’s brand, products and services by analysing current 
marketing plan, business plan and practices, suggesting new operations, technologies and resources to increase 
you bottom line and support future growth [8]. 


Measuring Performance [8] 

Performance measures are an internal mechanism that organisations use to drive performance through attain- 
ing defined targets. They are also used to demonstrate the efficient and effective use of budgets. The goal of 
measurement performance is to improve internal and external operations of products and services offered to 
customers. How a company measures success and what is defined as being of value can be very influential on 
organisational behaviour. Typically what get measure gets done? 

Best, K. (2010) 


The ideal performance management system is one that energizes the people in an organization to focus effort 
on improving things that really matter - one that gives people the information and freedom that they need to 
realize their potential within their own roles and that aligns their contribution with the success of the enterprise. 


Traditional financial performance, while important, is not adequate. Though less than precise, other measures of 
performance are required as they are capable of measuring multiple attributes of an organization. 
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Comprehensive Performance Measures must address: 


1. Financial performance: These measures are essential to summarize the economic consequences of strategy. 


2. Customer satisfaction: These measures are essential to identify customer needs and check on the level of 
customer satisfaction. The customer based measures are Customer Satisfaction, Customer Retention, Customer 
Loyalty, Image and Reputation. 


2. Internal business process developments: Learning and growth identifies the infrastructure an organization 
must build to create long-term growth and improvement. Growth comes from: people, systems and organization- 
al procedures. 


Ways of measuring performance are: 


The balanced scorecard is a performance management tool for balancing both short and long-term and finan- 
cial and non-financial measures. it considers the four perspectives of financial, customer, internal processes and 
innovation and learning. 


Benchmarking is an evaluation method whereby company performance is compared against other industry com- 
petitors in similar market. 


Triple bottom line accounting defines values and criteria for measuring and balancing economic stability with 
environmental and social sustainability — people, planet and profit. 


Types of performance measures: 


Qualitative performance measures: 

Aesthetics perceived quality reputation long-term learning and skills development, durability, ergonomics, safety, 
value for money, awards, peer review, improved brand image, improved product and service quality, improved 
user experience, better customer service and communication, customer satisfaction, brand awareness. 


Quantitative performance measures: 

Profit and loss, revenue, cash flow, cash generation, selling cost, share price, payback period, time, customer re- 
tention, brand reorganisation, process performance, market share / penetration, royalties, patents, reduces costs/ 
saving, reduced waste, reduced overheads. 
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Measuring Value in Design [8] 


Non-financial measures are especially important in how design is valued by an organisation Measuring the value 
of design is difficult because its success measurement is more qualitative (improved brand image, increased 
organisational learning, improved social responsibility and environmental compatibility, etc) than quantitative 
(profits, direct sale figures, increase in market share, etc). It also quite often provides long term overall benefits 
than just immediate success. 


Awards: The iF concept award uses the following criteria for design evaluation: design quality, degree of innova- 
tion, visualisation of use/interface, target-group focus, tasks and objectives, degree of elaboration, social rele- 
vance/suitability, environmental compatibility, principal of universal design. 


Return on investment: ROI identifies how much profit or cost saving is realised by any project, initiative or re- 
source in which investment is made. ROI is measured financially however, there are new initiatives to extend how 
return on invest is measured - methods that are more sympathetic to the nature and agendas of design, society 
and sustainability. 


Measuring ROI in design is not easy and in many cases is an imperfect science. Many examples illustrate suc- 
cessful projects in which design has played an integral part, but design is never the only factor, nor are design 
fees the only investment a company has to make to bring a project to fruition. A packaging project, for exam- 
ple, might involve expenditure on new material, manufacturing processes, and distribution logistics and so on. 
Additionally, there is a range of other marketing communications channels all requiring budgets and themselves 
influencing the outcome of a project [9]. 


Social Return on Investment: SROI identifies how to quantify and monetise social value creation. 


Measures of business activity: This includes tracking social outcomes, increase in levels of self-esteem and social 
support systems, or improvements in housing stability. 
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Marketing and Branding 


Marketing 
What is marketing? 
Marketing is what gets you noticed. 


Marketing is a process that considers and manages how organisations create customer value: how they identify, 
anticipate and satisfy customer wants and needs profitably through desirable propositions for goods, services 
and experiences. 


The common impression is that marketing is simply advertising. However, marketing encompasses everything 
that touches a customer. Some of these points generate revenue but most of them build attitudes and percep- 
tions that form opinions that have lasting impact. The relationship between a company and its target audience is 
far more complex than one may think. One of the key components for strong sustainable branding is identifying 
and emphasizing the “marketing touch points” that impact overall marketing efforts and operations. 


Well-planned touch point strategies (TPS) must be in complete alignment with the overall core business strategy. 
TPS can help define a company’s values and culture, but it can also force perspective on every aspect of the mar- 
keting communication program; including public relations, advertising, promotions, and sales. 


Marketing Process: 

The role of the marketing function in a large organisation is to understand what consumers want or needs - a 
solution to a problem or a response to a market opportunity. The idea is to create value propositions that are 
aligned with the organisation’s corporate and business strategies, its desired consumer target market, the envi- 
ronmental conditions and it’s positioning in relation to competing offers. 


Marketing experts engage with consumers in many ways in order to develop a business strategy and business 
plan for how the marketing strategy and marketing plan will help support overall organisational goals and indi- 
vidual business unit objectives. 


Marketing Strategy: 
It is important to set up a comprehensive marketing strategy that is carefully designed to attract attention in the 
marketplace, and achieve marketing objectives. 
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According to Silbiger (1999) the process of developing marketing strategy falls into seven stages: 


Consumer analysis: Segmenting target markets and consumers depending on their needs, desires and behav- 
iours. 


Market analysis: review of the market size, market trends and the competitive environment Competitive analy- 
sis: review of the competition, point of differentiation, core competencies and SWOT. 


Distribution: review of the channels and networks through which to access target markets. 


Development of a marketing mix: an action plan based on the 4P’s. 

1. Product (how is my product/service similar or different to the competition?). 

2. Place (where will it be sold? how will it be distributed?). 

3. Promotion (how will it be promoted? how will it raise awareness, remind and target customers of the prod- 
uct?). 

4. Price (what should it cost? this is influences by profit margins, demand, competition). 


Economics: pricing, costing, breakeven and profits generated 


Content Marketing: 

The idea of Content Marketing is not new. Creating and sharing relevant information to engage customers have 
been going on for a long time. Content Marketing products frequently take the form of custom magazines, news- 
letters, digital content, websites or micro-sites, white papers, and much more. The purpose is to inform the target 
audience and prospects about key industry issues, sometimes involving your products. The motivation behind 
Content Marketing is the belief that educating the customer results in the brand’s recognition as an authority 
and industry expert. 


Branding 


What is branding?[1] 

Brand is a powerful corporate tool. It provides both clarity and vision and the brand identifier is a symbol of this 
clarity and vision. However, the meaning of a brand is not contained in an organisation’s logo or even its products 
or services, but in the power of the brand image formed in the mind of the consumers. Consumers buy into the 
brands and brand values/beliefs that are most in tune with how they see their own self image and that the life- 
style and peer group with whom they are affiliated, how ethical they find the brand towards the environment and 
social causes with the go green tends and well as emotional attachments. 
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* Choosing the best brand strategy can be complicated. Market research can help you determine the most appro- 
priate branding approach. Be aware that managing different brands can be expensive. 
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Best, K. (2010), The Fundamentals of Design Management. AVA Publishing SA. 
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Brand Audits [2]: 

Brand audit is vital to establish a company’s brand performance by assessing market dynamics and perception 
that reveals preset attitudes and opinions held by your target audience. It also informs where the target market 
is trending in terms of interests and their purchases. It also helps to understand customer attitudes toward the 
brand, how they describe the brand to others, what they think about the company’s service/product, and their 
sense of loyalty to the brand. 


Brand Strategy [2]: 

Brand strategy is a plan that builds on a vision of a company. A brand strategy emerges from a company’s values 
and culture, and reflects an in-depth understanding of the customer's needs and perception. A brand strategy 
guides marketing, provides clarity, context and inspiration. Brand strategy defines positioning, differentiation, the 
competitive advantage and a unique value proposition. 
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creative culture and strong brand 


Fromits humble beginnings asa stall ata small musicfestival in 1998, 
Innocent has grown Into an international brand with a turnover of 
£76 million. Developing and sustaining a creative culture among its 
entire workforce has enabled Innocent Drinks to remain true to its 
core brand values throughout an extended period of growth and 
expansion. 


Innocent was the brainchild of professionals Richard Reed Jon Wright 
and Adam Balon, whoidentified a need among fellow workers for an easy 
way to make each day a bit healthier, 


Innocent was formed with the very dmple idea that every product 
contains 100 per cent pure, fresh ingredients and no fruit concentrates. 
But this simplicity belles a more fully formed business strategy, best 
desalbed in the founders’ profile documents That with a non-comorate 
altitude, a ancere commitment to the cause and creative thinking it is 
possible to create a fast growing company that acts responsibly: 


Crudal to the company’s success to date has been its employment 
strategy, striving to employ experts in every relevant field from ethical 
procurement to web design. Last year, Innocent was named as top 
employer by the Guardian newspaper, In the same year, the company 
recorded a tumover of £38 million - proof, if proof were necessary, that a 
commitment to company culture and wholesome brand values really can 
lead bo outstanding commercial success, 
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Brand Positioning [2]: 
This is one of the oldest concepts in marketing. It positions a brand in a distinctive place in the minds of its target 
audience, and guides its marketing strategy and decisions accordingly. 


Brand Promise [2]: 

It’s important to invest in defining, and building a company’s brand. It’s a foundational piece in a company’s 
marketing communication. A brand promise is the statement that a company makes to its customer. It is often 
associated with the company name and/or logo. Sometimes also called a “tag line.” 


Every brand makes a promise. But in today’s marketplace, it’s not just making a promise that separates one brand 
from another, but having a defining purpose. The importance of building a brand on a purpose isn’t just to help 
consumers understand what the brand stands for, but also to help employees understand why “we are here.” 


Visual Identity [2]: 

Visual identity is the overall impression of an organization, which is projected internally and externally through 
fonts, colours, letterhead, brochures, business cards, newsletters, advertising, sign, vehicle wraps, buildings, recep- 
tion areas etc. A logotype often forms an important part of a visual identity, but it is only a part. 


The appearance and exposure of the corporate brand must be constant. In even the most entrepreneurial corpo- 
rate culture where “all permissions are granted unless expressly denied,” identity must be the great exception, in 
which all permissions are denied unless expressly granted. Otherwise, chaos will rule. 


Brand messaging [3]: 

Branding is more than just a logo or trademark. It represents the core values of your business, your reputation 
and how customers perceive and respond to your business. 

Identify what you are good at and ensure this is reflected in your branding. What are your ‘brand values’? Is your 
marketing aligned with these values? 


Brand values might be: 


° Convenience 

e Fun 

¢ High quality 

* Cutting edge technology 
* Value for money 
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¢ Employee selection and retention 

* Service style 

° Signage 

* Marketing strategies 

* The style of messages on your telephone system 
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International considerations for branding: Language and culture represent unique challenges for the crea- 
tion and marketing of brands. Carefully research a brand name before launching it into the market. Check that 
the colours and imagery you use don’t have any significance in the local culture. There has been more than one 
instance where a brand name has an unintended meaning in a foreign country — much to the embarrassment of 
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has its aim on global expansion. 


The Videocon Group has embar! 

a massive rebranding exerdse in order to 
position itself as a ‘younger, 

friendly and a ‘with-it’ brand; ahead of its 
foray into diverse areas such as DTH and 
telecom. 


As a first step towards the revamp, the 
conglomerate has unveiled a new logo, 
designed by Interbrand Singapore. The new 
‘V'is a more fluid version of the erstwhile logo 
and comprises two green lava-like shapes 
“To communicate the brand's new identity, 
we decided to give life to the two parts of the 
Jogo" explains Ashish Chakravarty, executive 
creative director, McCann Erickson Delhi. 
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Innovation 


This is a vital dimension of the specification and is critically important for any creative people working on the 
project. 


Is your design project highly conceptual and ground-breaking, or is it a revision or development or improve- 
ment of an existing design or product or service? Or something in between? [1] 


The thought process and design process are entirely different for something absolutely new compared to some- 
thing that simply adapts or develops an existing concept or idea. Creative people therefore need to know the 
level of innovation required. Many of the best creative people will by their nature tend to strive for optimum 
innovation but this is fine only if the project requires it. 


There are three types of innovation: incremental, modular and radical. The level of innovation must be ‘fit for pur- 
pose’ whatever that purpose is. Your reference point is the outcome or result required by the business or organ- 
isation. Deciding the level of innovation is also crucial for selecting the right type of designer(s) to work on the 
project. Some designers are highly innovative; others are more comfortable with refinements and developments. 
Knowing the level of innovation helps the design manager to identify the right people for the job [2]. 


In order to prevent unnecessary redesign or replication of work without stagnating creativity, the LEGO inno- 
vation model is applied to all the four fundamental areas of business at LEGO: business, product, process and 
communication. In each area, activities are constantly reviewed and the right level of change is selected [3]. 
Approaches of innovation used in the model are: 


1. No change - a product or process is currently fit for purpose. 


2. Adjust - minor changes and optimisation of known parameters are used to update products or modify process- 
es in order to improve performance. 


3. Reconfigure - known and often of multiple parameters, are put together in a new way in order to better meet 
existing business and/or customer needs. 


4. Redefine - an entirely new approach and offering are introduced in a business area or market sector - existing 
products and processes may undergo quite fundamental modifications. 
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Best (2010) [4] explains two types on innovations: 


Design-Driven Innovation 

Design-driven innovation involves managing the relationship between design and innovation, where innovation 
is driven by the needs of users and customers. It entails taking more of a bottom-up, user-centric approach to 
adding value to a customer experience. 
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the people's car: TATA nano 


In January 2008, India’s largest automobile company, Tata Motors 
showcased its dream, the People’s Car’ named Nano, worth 1 lakh 
rupees. The Nano had been manufactured targeting the Indian 
mikidle class ~ it is the least expensive care in the world providing 
low cost car for the masses without sacrificing quality and safety 
standards, 
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washing MACHINE produced at an affordable price. sparked an international dialogue about how design could 


improve the lives of poor and marginalized communities around 


Aimed at communities that lack the money and electricity to keep «the world. Professional designers traditionally focused on 10% 
modern washing machines - where laundry tasks can eat up six hours —_—°f the world's population, but that has dramatically changed in 
per day — the GiraDora consists of a plastic tub with a foot-powered —_—this new millennium. This new wave of designers are working 
spinning mechanism. Currently in the prototype phase theteam behind _if ©o-creation with people with limited resources, collaborating 
the GiraDora have worked closely with communities in Peru that could —— S035 Sector to find appropriate affordable solutions, utilizing 
benefit and have been recognized by several awards schemes fromthe — emerging technology that bypasses 20th century technology 
Dell Challenge to the International Design Excellence Awards. “leapfrogging’ poorer communities into the 21st century. 


wrew delichallenge. org peopectsgiradora-safe-aqus http7//www.cooperhew Rt.org'conwersationa/ 201 1/06/20 dengr CoA Oweh™® 
C2 A Othe RC PRA Oother eC DRAIN IMA Deities 


Source: As mentioned in the image. 


46 


D’source 


Digital Learning Environment for Design - www.ds¢ 


Design Course 


Design Management 

An Introduction 

by 

Ms Shruti Hemani with Prof. Ravi Mokashi Punekar 
DoD, IIT Guwahati 


Source: 
http://www.dsource.in/course/design-management/ 
innovation 


1. Introduction 

2. What is Design Management 
3. A People-Centric Approach 
4. Designing Management 

5. Measuring Success 

6. Marketing and Branding 

7. Innovation 

8. Video 

9. Contact Details 


47 


Brand-driven innovation 


Brand-driven innovation takes more of a top-down (brand, marketing, exploiting innovative thinking, technolo- 
gies and materials) approach to add vale to a brand through introducing new products, services and approach- 
es. Leaders such as Apple, Nintendo, Alessi and many others build an unbeatable and sustainable competitive 
advantage through innovations that do not come from the market but that create new markets. These leaders 
compete through products and services that have a radical new meaning: those that convey a completely new 
reason for customers to buy them [5]. 


Innovation is defined as the development and implementation of new ideas by people who over time engage in 
transactions with others within an institutional order. This definition focuses on four basic factors (new ideas, 
people, transactions, and institutional context). An understanding of how these factors is related leads to four 
basic problems confronting most general managers [6]: 

1.A human problem of managing attention, 

2. A process problem in managing new ideas into good currency, 

3. A structural problem of managing part-whole relationships, 

4.A strategic problem of institutional leadership. 
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This documentation for the course was done by 
Professor Ravi Mokashi Punekar and 
Ms Shruti Hemani at DoD, IIT Guwahati. 


You can get in touch with him at 
Email: mokashi[at]iitg.ernet.in 


You could write to the following address regarding 
suggestions and clarifications: 


Helpdesk Details: 

Co-ordinator 

Project e-kalpa 

Department of Design 

Indian Institute of Technology Guwahati 
North Guwahati 

Guwahati 781039 

Assam, 

India 


Phone: +91-361-2582500, +91-361-2582451 
Fax: +91-361-2690762 
Email: dsource.in[at]gmail.com 
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